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Question 1. Marketing terminology (16p)

Define and explain briefly below terms:

a. Need (2p)

b. Want (2p)

c¢. Demand (2p)

d. Differentiation (2p)

e. Costleadership (2p)

f. Core product (2p)

g. Tangible (actual) product (2p)

h. Extended (augmented) product (2p)



Question 2. Competition (10p)

a. Explain the difference between direct and indirect competition. Use a real or
imagined example in your answer (6p)

b. Motivate (explain) why it is important for a marketer to be aware of indirect
competition (4p)



Question 3. Segmentation and positioning (16p)

Select and present a product offering of your own choice.

a. Explain how a market for your product offering could be segmented. Include
examples of at least five (5) segmenting variables in your answer. (10p)

b. Define the terms “target marketing” and “mass marketing”. Explain main
differences between those two approaches to marketing from a marketer
perspective (6P)



Question 4. PLC (14p)

a. [llustrate and explain the PLC (product-life-cycle) model. (5p)
b. Describe briefly the different (main) stages in above PLC model. (4p)

c. Explain the practical use a marketer could have utilizing this model (use a real or
imagined example). (5p)



Question 5. Pricing (16p)

a. Explain the “cost-based pricing method”. Include advantages and disadvantages
of this pricing method. Provide a real or imagined example of a product that
could be priced according to this method. (6p)

b. Explain the “value-based pricing method”. Include advantages and disadvantages
of this pricing method. Provide a real or imagined example of a product that
could be priced according to this method. (6p)

c. Provide an example of a tactical pricing decision. Explain in what situation this
decision could be relevant. (4p)




Question 6. Communication and branding terms (15p)

Define and explain briefly the following concepts:

o

Promotion mix: Push-strategy (3p)

b. Promotion mix: Pull-strategy (3p)

c. Noise - during the communication process (3p)

d. Brand identity (3p)

e. Brand image (3p)




Question 7. Brand Positioning (13p)

a. Marketers need to position their brands clearly in the target customers’ minds.

They can position their brands on three levels. Describe and explain these levels and
exemplify with real brands/products as examples of the three levels. (9p)

b. Consumers position products with or without the help of marketers.

Explain what the phrase - without the help of marketers - means. Utilize a real or
imagined example in your answer. (4p)




